Abstract-In the process of studying the impact of community identification on community participation in the virtual brand community, this paper adopted structural equation model of latent interactions without using the mean structure to explore the moderating role of expectancy of growth (hereafter, "EG"). The results show that the community identification of virtual brand community members directly affects community participation; EG moderates the relationship between community identification and community participation: Community members have high EG, the positive impact of community identification on community participation is significantly enhanced; on the contrary, the positive impact of community identification on community participation is significantly weakened. These findings will help to understand the important role of the EG in the virtual brand community, and also provide new management perspective for e-commerce managers to increase customer participation in their communities.
INTRODUCTION
Virtual brand community is put forward on the basis of virtual community and brand community. It, through network connection and taking a single brand as the core, refers to a set of interrelationships formed by attracting members, information, technology and other elements [1] . With the rise of social media, virtual brand community has become the main platform for enterprises to interact with customers. Moreover, the virtual brand community is transforming the traditional binary relationship between enterprises and customers into a multiple interactive network relationship among enterprises, customers, potential customers, etc. [2] , and gradually becoming the mainstream platform for co-creating experience and value.
In order to adapt to the rapid development of social media and establish a long-term relationship with customers to gain competitive advantage, many mobile phone brands, such as Xiaomi and Huawei, have taken the initiative to establish their own virtual brand community [3] . managers who desire to manage these communities effectively is still facing severe challenges: there are a considerable number of "divers" in the virtual community, and they will not actively interact with the virtual brand community and other members effectively [4] ; In addition, generally, the constraints of virtual communities on customers are weak, and the heterogeneity of customers is stronger than that of traditional communities [5] , so that customers will leave the community forever once they find themselves unsuited to the virtual community or do not feel the value of the community [4, 6] .
How to effectively make the community "divers" into "contributors" has become an urgent marketing problem to be solved by the business community. Reviewing the relevant literature on community participation, our researchers study on physical communities more, but relatively less on virtual brand community; scholars pay more attention to customers' current psychological evaluation, such as perceived fairness, satisfaction and so on, but less to the future. In view of this, based on the "psycho-behavioral" paradigm, this paper analyzes the impact of community identification on community participation, and puts EG (i.e., anticipation of increasing numbers of medals), a future-based psychological variable, into this relationship to test its status and role. The contribution of the study is embodied in three aspects. First, it further demonstrates the relationship between community identification and community participation. Secondly, it tests the moderating effect of EG focusing on member's future psychological evaluation, which develops the theory of community participation and arouses more scholars' attention to the moderating effect of latent variables. Third, it provides e-commerce managers new management perspective to increase customer participation in their communities.
II. THEORY AND MODEL
The theory of expectation holds that individuals are always eager to satisfy certain needs and try to achieve certain goals. This goal is expressed as an expectation before it is achieved, when the goal in turn generates an exciting force on the individual, affecting human behavior [7] . In the virtual brand community, customers are not always easy to achieve their goals, when their specific goals have not been achieved, they will show their EG, which in turn will affect the behavior of community members as an incentive power. Because of the difference of individuals' will, emotion and experience, their EG is strong or weak. So, when the goal is to encourage the individual in turn, the different members will have different degrees of behavior performance. That is to say, the relationship between community identification and community participation, based on the "attitude-behavior" model, will be greatly influenced by EG, which is manifested as a moderating effect. Based on this, we construct the conceptual model shown in Fig.1 . Now we make the following assumptions: H2. EG plays a moderating role in the relationship between community identification and community participation in the virtual brand community.
H2a. Community members have high EG, the positive impact of community identification on community participation is significantly enhanced.
H2b. Community members have low EG, the positive impact of community identification on community participation is significantly weakened.
III. METHODS

A. Instrument Development
As shown in Table Ⅰ , all constructs, based on the classic Likert 5-point scale, were measured with multiple item-scales. The scale for measurement EG is developed based on the study of Gen-Yih Liao & Ching-I Teng [8] . The measurement of community identification and community participation is based on the study of Algesheimer et al. [9] . 
B. Data Collection
In the relatively mature virtual brand community, the virtual community provides a rich source of value attraction, and members face more challenges of differentiation. Moreover, the larger the community size, the greater the heterogeneity among members [5] , which is more likely to form varying degrees of EG, resulting in a number of expectation-related actions, such as members to obtain product trial qualifications and strive to upgrade their community level. Therefore, this paper chooses Xiaomi community as the research background, which attracts the attention both of academia and business community for its successful community marketing.
Through convenient sampling, 407 questionnaires were collected. Processing the sample data, such as deleting the same IP, no logical samples, 320 valid questionnaires were finally obtained. The effective recovery rate of the questionnaires was 78.6%. Among them, 203 males accounted for 63.4%; 270 members aged 20-39 accounted for 84.5%, which accounted for the age characteristics of the virtual community population; 275 members with bachelor's degree or above accounted for 85.8%, which accorded with the characteristics that the virtual community population had a higher level of knowledge; 205 members who had joined the community for more than one year. Accounting for 64.2%, the
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respondents were more familiar with the situation of the community.
IV. ANALYSIS AND RESULTS
A. Reliability and Validity
Because the scale in this study, combined with the situation of this study to adjust properly, is developed by other scholars, so before the reliability and validity of the data analysis, the author used principal component analysis to analyze the data structure. The KMO value is 0.877, and the Bartlett sphere test is significant, indicating that the data can be analyzed by principal component analysis. Through SPSS21.0 software, this paper adopts the orthogonal rotation variance maximization method to extract the factor based on the eigenvalue greater than 1, and finally obtains three principal components. The cumulative interpretation variance is 79.87%, which is larger than 50% .   TABLE II. CONFIRMATORY FACTOR ANALYSIS RESULTS λ=Standard Factor Loading.
Construct
b.
All standard factor loading is significant at P <0.001.
The three indexes of reliability test were Cronbach's alpha, Composite Reliability (CR) and Average Variance Extracted (AVE). The general criteria were Cronbach's alpha > 0.7, CR > 0.7 and AVE > 0.5. The results of the reliability and validity test of the measurement model in this paper are as shown in Table Ⅱ . The CR values of Cronbach's alpha and combination reliability are above 0.88 and the minimum value of AVE is above 0.6, far exceeding the above criteria, indicating that the scale has good internal consistency. The validity of aggregation was judged by three factors: factor loading, CR and AVE. CR is also greater than 0.7, and AVE is greater than 0.5. For factor loading, it is usually required to be greater than 0.5. According to the results of Table Ⅱ, these criteria are satisfied, which shows that the measurement model has good aggregation validity. In addition, the variances interpreted by other latent variables are greater than the common variances of the latent variables and other latent variables, indicating that the data have better discriminatory effectiveness, as shown in Table Ⅲ .
B. Structural Equation Model Analysis
Using AMOS 21 software, the maximum likelihood estimation method is used to test the conceptual model proposed in this paper. The results of data analysis are shown in Fig. 2 , in which the value of χ2/df is 2.644 (less than 3); CFI is 0.974; RMSEA is 0.072, less than 0.08, showing that the model has a good fitness. The estimated results of the parameters to be estimated are shown in Fig. 2 , the hypothesis H1 is supported. However, whether EG play a moderating role in the relationship between community identification and community participation remains to be further tested. 
C. Moderating Effect Analysis and Examination
A popular test for moderating effects is the single product index proposed by Ping in 1995 [10] , but Moulder and Algina [11] suggest that the two-step estimates are less accurate. With the development of the latent variable adjustment effect test theory, some scholars reviewed the latent variable interaction modeling methods at home and abroad, and proposed a new unconstrained method without mean structure [12] . This method is simple and accurate, and is welcomed by many ordinary application workers. Therefore, this paper uses this unconstrained method to test the moderating effect of EG.
According to the unconstrained method, the CI 1 with the lowest factor loading is removed firstly, and the indicators of each concept are all centralized. Then, according to the principle of "big matching, small matching", these centralized indicators are paired and multiplied to get new MO1, MO2 and MO3 that are used as indicators to reflect the moderator. The structural equation model is shown in Fig. 3 . The analysis results show that the value of χ2/df is 1.813 (less than 3), CFI is 0.982; RMSEA is 0.050, less than 0.06, which is an ideal value, so the model fits well. In addition, the path coefficients in the model are significant in different degrees. The standardized estimates of the path coefficients from adjustment variables to community participation are 0.151 (T is 2.924 > 1.96, P is 0.003 < 0.05), which is significant. The rest are shown in Fig. 3 . Therefore, H2 is supported. Fig. 3 .
Moderating effect test. In order to observe the moderate effect of EG more clearly, according to Aiken and West [13] , this paper uses SPSS21.0 to make a moderate effect map. Firstly, two standard values of 4.33 and 5.67 are identified according to the mean of EG, and the middle part is removed. Thus, two levels of EG, high and low, can be obtained. Then, the influence of the interaction between two levels of EG and community identification on community participation can be explored by linear regression. The result is shown in Fig.  4 . When community members have higher EG, the positive impact of community identification of virtual brand community members on community participation will be significantly enhanced; when community members have lower EG, the positive impact of community identification on community participation will be significantly weakened. Thus H2a and H2b in this paper are supported.
V. CONCLUSION
In the virtual brand community, community identification will positively affect community participation. In the research situation of virtual brand community, the moderating effect of EG is tested in the relationship between community identification and community participation. Specifically, community members have high EG, the positive impact of community identification of virtual brand community members on community participation is significantly enhanced; on the contrary, it is significantly weakened. EG proposed in this paper involves the evaluation of the future, which are significantly different from previous scholars' concerns about commitment, trust, perceived fairness and so on, which may raise attention from more scholars. What's more, this study shows that there are significant differences in community participation among members of virtual brand community with different growth expectations. Operators in practice, on the basis of trying to enhance the community identity of their members, may affect their level of community participation by influencing their EG, which may be another effective way. The possible way is to change the way and how difficult it is to obtain an meaningful medal.
ACKNOWLEDGMENT I would like to express my gratitude to all those who helped me during the writing of this paper.
